


Ab ou-G anim, a noted mixologist and partner in Bar Milano
in N ew York C ity, adds Co intreau and Hennessy VS Cognac
to his signature Sangria.

Manhattan 's Sangria 46 features spirits such as Ga lliano ,
Liquor 43 and Chambord in the dozen different Sangrias it
serves ($7 to $9 a glass). The Sangria del Rey is made with aged
Grand Marnier, Ca rdenal Mendoza brandy, Co intreau and
Prado Rey wine from Spain. Served only by the pitcher, it's
priced at $100 and serves six to seven people. Owner Benny
Castro sells two to three of the pricey Sangria pitchers a week.

On-premise operators and drinks marketers say Sangria's
resurgence is due in part to the revival of classic cockta ils with
an upscale twist. Bruce Hunter, managing director of Shaw
Ross International Importers, marketer of Spain's Real Sangria
($8 to $9 a 1.5-liter bottle)- arguably the hottest bottled

Sangria brand in the United States-says that adding liqueurs Sangria 46 in Manhattan offers a $100 Sangria pitcher made with
like Coin treau or Grand Marnie r to a Sangria recipe makes aged Grand Marnier and Cardenal Mendo za Brandy. Even at that
it stylish and touches on the flair-bartending trend. Tony price, the tapas bar serves a couple pitchers a week.

Served With A Flair

gria, the red wine-based, fruit-flavored cockta il
that was populanzed in the 1970s, is making a come-

ack. Today's nost popular Sangria recipes are far
more refined tha those decades past, and they feature
high-grade Cognacs and super-premium liqueurs. The tapas
bar and restauran t Sangria 46 in N ew York C ity boasts a
Sangria priced at $100 a pitcher.

Casual din ing restaurants have also jumped aboard the
Sangria bandwagon. Buffalo Wild Wings, the Minneapolis­
based ch ain with some 500 units nationwide, added Red
Sangria to its drink menu last year, and marketing manager
Patrick Kirk says th e response has been strong. "As we
planned our new drinks menu, we knew Sangrias h ad been
stead ily growing in popularity," he says, adding th at while
Sangria is tradition ally a warm-weather beverage, it has
the potential to be a successful offering year-round. He also
views the drink as a good alternative to beer or a Bloody
Mary for tailgaters. The roughly 400-unit, Greenwood Village,
Co lorado-based Red Robin Go urmet Burgers chain has exper­
imented with Sangria as well, featuring two varieties during a
promotion thi s spring.
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Humble Origins
While today's Sangria recipes are more upscale, the beverage's
origins are humble. Sangria can be traced back to the 1800s,
when Spaniards combined wine, Port , sherry, beer, liquor or
Madeira with sugar, ice and fresh fruit. The drink was
introduced to the United States during the 1964 World 's
Fair in New York and rose to prominence in the ensuing
years. For the next couple of decades, fruity Sangria
declined in popularity while varietal wines gained
prominence.

But today's adven turous consumers have helped
usher in the return of Sangria. Shaw-Ross' Hunter
notes th at many consumers like their drinks cold, fruity
and sweet, which are all qualities of Sangria. "Sangr ia's
broad appeal draws in guests with different tastes and
drink preferences," says Kirk of Buffalo Wild Wings.
"Whether our guests prefer to drink a Margarita, a Martini
or a tropical cockta il, many consider th e Red Sangria as an
option. Our sales of Red Sangr ia are very comparable to our
featured tropical drinks, like the Pifia Colada."

The chain 's Red Sangria ($5.75 to $7.50 a 13-ounce serving,
depending on the market) is made with Redwood Creek
Merlot , Cointreau, grenad ine and orange juice. Once shaken,
the mixture is poured over ice into a traditional hurri cane
glass, topped with Sprite and garn ished with an orange slice.
Featured on Buffalo Wild Wings' drink menu, the Red Sangria
can be paired with many of th e chain's food items. "It's a light
and refreshing drink th at complements a salad, but it's also
great at dousing the heat of some of our signature wings
sauces," Kirk says.

The Sangrias served at Sangria 46, meanwhile, range from
traditional to regal. The eatery's tradition al red and white
Sangrias ($7 a glass; $26 a pitcher) are made with brandy
and triple sec (brands were unavailable at press time) , while
flavored Sangrias ($7 to $9 a glass; $28 to $100 a pitcher)
include a variety of liqueurs. To determine customer prefer­
ence for the array of Sangrias, the Spanish-themed restaurant
hosted a "12 Sangrias before Christmas" promotion last year.
"It worked well because we got feedback on what our customers
liked," Castro explains. "When we updated our menu , we added
the top picks from our guests." A similar program is planned
for later thi s year.

Right At Home
Sangria's resurgence is also being driven by home entertaining
in the off-premise. Julie Joy, national domestic wine buyer at
Cost Plus World Markets, a chain of some 300 home-furnishing
stores, says the company's proprietary Castaneda Sangr ia ($4.99
to $5.99 a I- liter bottle) was a huge success last year and is avail­
able again this summer. A blend of red wines and natural fruit
flavors, Castaneda is produced in Spain, and its popularity has
also sparked sales of the glass pitchers used to serve Sangria.

Real Sangria, meanwhile, saw depletions jump 16.4 percent
to 425,000 cases last year as the brand won its third straight
Impact "Hot Brand" award. Hunter attributes the Sangria's
gains to strong off-premise performances, particu larly in chains
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~'loJ;) Two 750-ml. bottles of Span ish Rioja; Q
0'lj 12 ounces Hennessy VS Cog nac; ~.., •
~ 12 ounces Cointreau; ~

8 ounces simple syrup;
12 ounces freshly squeezed orange juice;

6 ounces fresh lemon juice;
2 cinnamon sticks;

3 to 4 lemons, cut into thin quarters;
12 strawbe rries, sliced;

3 to 4 small oranges cut into thin quart ers;
7-up as needed.

Place the ingredients (excluding 7-UP and fresh fruit) into a
large glass contain er, cover and refrigerate overn igh t. When

ready to serve, pour into an ice filled pitche r until it's
two-th irds full. Add fresh sliced fruits and top with

7-Up, st ir gently to mix. Serve with fresh fruit
in an ice-filled goblet.

Serves approximately 15.

and mass-market stores. Real Sangria is supported with local
television and radio advertising, p-o-s materials and in-store
tastings, where permitted.

Tim Hedman, the wine specialist at Lueken 's Liquors in
Dunedin , Florida, sayssales of pre-packaged Sangria increased
about 5 percent last year, led by top-seller Real ($7.99 a
1.5-liter bot tle ). He suspects that "make-your-own Sangria" is
also on the rise, as it makes for a comfortable "entry -level"
wine drink for some consumers.

Ab ou-Ganim sees Sangria as th e ideal drink for home
entertaining. "When I entertain, I don't want to spend the
whole night mixing cocktails," he says. "With Sangria, you
can make a pitcher 24 to 48 hours in advance." He concedes
that Sangria can be intimidating for the home mixologist, but
says that can be easily overcome. "Just as they have learned to
make Cosmos and Mojitos at home, people can make Sangria
as well," Abo u-Ganim says. He recommends the addition of
fresh seasonal fruit , such as peaches and strawbe rries.
"Experiment with it and have fun," he says.

For the intimidated or time-pressed consumer, Stirrings
introduced red and white Sangria mixers ($9.99 to $10.99 a
32-ounce bottle) earlier thi s year. The mixers combine real
fruit juices with triple-filtered water and a touch of cane sugar,
and they can be mixed with either a white or red table
wine. According to Mauro Pennella, ch ief marketing officer
at Stirrings, the company's first wine cocktail mixer was
produced in response to growing interest among Sangria
consumers. "We've gotten an extremely positive response
from both the trade and consumers," he says.

Demand for Sangria will likely keep growing, driven by the
popularity of wine and upscale cocktails. For this centuries-old
drink, the time is ripe. Iilm


